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Abstract 
The Effects of Prime Time Sub-Branding in Network Television:  
An Analysis of “Must See TV” 
Elizabeth A. Yanak 
Andrew Susskind, Advisor 
 
 With the accelerated growth of niche branded cable networks and content 
providers, consumers are better able to find programming that fits their wants and 
demographic traits. For traditional broadcast television networks, it is crucial to explore 
innovative, yet consistent branding strategies to attract desired audiences not only to 
support their advertising-based revenue model, but also to stay competitive in a highly 
saturated television landscape. One branding strategy that has been explored in the past is 
the use of sub-brands for certain daypart blocks of programming.  In order to understand 
a successful sub-branding strategy, this research examines NBC’s Thursday prime time 
sub-brand, Must See TV. 
 A case study was conducted with both interviews and the collection of Nielsen 
ratings, which was organized using Excel to review the following research questions: 
1. What were the core elements of the Must See TV brand?  
2. What was Must See TV’s promotional strategy over its lifetime? 
3. How did this daypart block fare with audiences and against competition? 
4. Why did its success of Must See TV end? 
 The results of this case study gave insight to the strengths and weaknesses of 
Must See TV. Ratings and Share averages revealed broadcast network audience 
comparisons from fall 1989 to summer 2007. Interviews with current and former NBC 
employees gave more clarity to the brand from a promotional standpoint, and observed 
industry publications showed how the brand was perceived outside of the network. 
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CHAPTER 1: INTRODUCTION 
 Several events during the 1980s led to momentous change in the television 
industry, including new ownership of the “Big Three” broadcast networks (ABC, CBS, 
and NBC), the addition of newcomer network FOX, and the early development of 
“niche” branded cable networks (Auletta, 1992). Audiences have flocked to these cable 
networks, which are able to differentiate their brands with products (aka programs) that 
target smaller, more defined demographic markets. Anyone with an interest in the 
television industry must consider how this has affected the traditional broadcast 
networks, which look to target larger audiences comprised of multiple demographic 
groups with various programming genres across their schedules. This new television 
landscape full of immense competition will only continue to present challenges to the 
traditional networks, which will need to embrace these challenges as opportunities for 
creating and nurturing successful branding strategies. 
 
STATEMENT OF THE PROBLEM 
 With the accelerated growth of niche-branded cable networks and content 
providers, consumers are better able to find programming that fits their wants and 
demographic traits. For traditional broadcast television networks, it is crucial to explore 
innovative, yet consistent branding strategies to attract desired audiences not only to 
support their advertising-based revenue model, but also to stay competitive in a television 
landscape saturated with hundreds of channels. One branding strategy that has been 
explored in the past is the use of sub-brands for certain daypart blocks of programming.  
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In order to understand a successful sub-branding strategy, this research examines NBC’s 
Thursday prime time sub-brand, Must See TV. 
 “Although the audience for broadcast television doesn’t seem to explicitly 
understand that each network has a brand of some sort – a type of show it uses to lure the 
kind of viewers it wants – subconsciously they must” (Goodman, 2010). Tim Goodman 
of the Hollywood Reporter made this statement about the potential of the renewal of FX’s 
Terriers. In September 2010, Terriers premiered on the FX network, and was described 
as “an American crime comedy-drama” series ("FX sets fall schedule for original series," 
2012). Terriers was well received by critics, who included the series on several top-10 
series lists that fall ("Critic reviews for Terriers season 1," n.d.). Despite the critical 
acclaim and a loyal fan following, it produced low ratings, a common problem when a 
show with potential does not match the brand of the network it airs on. Terriers was later 
cancelled in December of 2012 after only one season. In Goodman words, Terriers took 
“way too long to reflect the brand” (Goodman, 2010).  
 According to Nielsen Media Research (2012), while the number of US television 
households steadily rose from 102.2 million in 2001 to 115.9 million in 2011, it has more 
recently experienced an estimated decrease to 114.7 in 2012. Overall, the number of 
television households has risen since the early-2000s, but the increasing number of 
channels available to viewers continues to influence the television industry. Hundreds of 
cable networks and available content providers give audiences a multitude of programs to 
choose from. The accelerated growth of television channel choices also has led to the 
development of more niche networks. These niche networks exhibit a specific brand, and 
in turn carry a single genre or related type of programming across their entire schedule 
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that targets a smaller, more defined market. For example, the slogan for cable network 
TNT is “We Know Drama,” and the channel specializes in dramatic programming, 
including original series, syndicated television shows, and previously released movies. 
Fragmented audiences, increased number of channels, and niche networks are all factors 
that have added to the broadcast networks ratings decline for the past two decades 
(Eastman & Ferguson, 2009). How can a network, especially a broadcast network, both 
increase and hold on to audiences week after week? 
 The challenge for a network is not merely how to gain and retain audiences and 
advertisers, but how to do so in an expanding, multi-channel world. To survive and grow 
market share, competitors in other industries faced with increasing competition continue 
to address branding assessment and innovation. Those who create strong overall brands 
remain successful and build lasting relationships with consumers. If a company only 
looked to one aspect of branding (ex. a catchy slogan) or abandoned their brand for 
extreme change, it put at risk its existing consumer base with a potentially catastrophic 
end result. 
 This case study is focused on NBC’s Thursday prime time sub-brand Must See 
TV, which has been referred to as a brand “phenomenon” during its prime time reign 
(Donohue, 1998). Broadcast networks have already been using branding strategies, as 
well as programming strategies, but not without making their share of mismatched 
programming decisions. As observed by Goodman (2010), some network executives 
“love to talk about ‘the brand’” for their network, but will then choose to green-light 
series that fail due to the series deviating from said brand (ex. Terriers). It is important for 
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network management to learn from the past to make more educated decisions as the 
industry continues to change. 
 
BACKGROUND AND NEED 
 The background of this study is noteworthy in understanding the impact cable has 
had on the broadcast networks. When broadcast ratings began slipping around 1985, the 
television industry was considered a “mature industry” (Auletta, 1992). Journalist Ken 
Auletta chronicled this in his book Three Blind Mice, which broadcast powerhouses 
NBC, ABC, and CBS after each was acquired by new ownership. During the 1986-1987 
television season, only 75.8 percent of people watching television were tuned in to one of 
the three broadcast leaders, which was a 1.6 percent decrease from the season before and 
a 16.2 percent decrease from 1976-77 season. According to Auletta’s research, these 
three networks were still bringing increasing revenues of 11.4 percent each year between 
1980 and 1984 in spite of declining audience shares and ratings, which made the 
networks more appealing to the new owners (p.81). He observed that television was still 
the preferred medium for advertisers, “since Americans were addicted to it” (p.303). The 
strength of the television industry remains true, as at least ninety-percent of both viewing 
time and advertising expenditures continue to go to traditional media (Eastman & 
Ferguson, 2009). During 2011, television alone experienced an advertising spending 
increase of 10.1% and a 65% share of all advertising spending ("2011 closed with 7.3 
percent increase in global advertising spend," 2012). However, in the early 2000s, more 
dollars were shifting from broadcast to cable networks (Hofmeister & James, 2004). By 
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2005, the “Big Four” broadcast networks, now including FOX, only had a 40% share of 
the viewing audience (Gorman, 2010).  
 The increasing share of cable from the 1980s until now was possible for several 
reasons. The sheer amount of new networks increased competition for the available 
advertising dollars, while these networks also had other revenue streams available, 
including cable subscription fees. “Niche” cable networks provided hyper-brands, which 
carried a single genre or theme in the networks programs. These niche networks looked 
to target smaller, more defined demographics that may have been underrepresented in the 
past. One example of this is the 24-hour Cable News Network, or CNN, which was 
created by Ted Turner in 1980. These branded networks also could include slogans that 
straightforwardly communicated their brand to consumers, comparable to CNN’s “The 
Leader in Worldwide News” ("About CNN.com," n.d.).  
 With increased competition, it is important for TV Managers and Executives to 
understand the need to assess not just their direct competition, but also all factors that 
affect their network’s brand. One of the most important factors involves the changing 
habits of consumers. For example, consumers are more active television viewers due to 
devices like the remote control and the DVR, which allow consumers to have more 
control over what shows they watch and when they watch them (Eastman & Ferguson, 
2009). With outlets like the Internet, consumers are also more active communicators in 
that they are provided platforms like social media to their voice their opinions about 
brands online (De Chernatony, McDonald, & Wallace, 2011).  
 Consumers are considered active viewers of television. Different departments at 
networks understand this, especially programmers, so they look to satisfy both the needs 
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and the wants of their audience (Eastman & Ferguson, 2009, p.3). With the current state 
of increased network competition, it can seem overwhelming when trying to compete for 
those desired audiences. Several research studies investigating channel repertoire, which 
is defined as “the number of available television channels that viewers choose to watch,” 
(Ferguson, 1992) have led to this conclusion: Audiences with ample viewing options will 
ultimately watch less than the total available (Eastman & Ferguson, 2009). Nielsen Media 
Research (2004) conducted a survey of homes with access to 200 or more channels, and 
found that viewers watched about 15 of them for more than one-hour per week. This 
study is a good example illustrating that viewers do form viewing habits and loyalty, 
regardless of how many options are available. Acclaimed former NBC Entertainment 
President Grant Tinker knew that, in the 1980s, viewers watched programs and were not 
necessarily loyal to networks (Tinker & Rukeyser, 1994). Since then, with more networks 
available to choose from, consumers can return as loyal viewers to watch new 
programming that consistently fits their wants. 
 Knowing this information about today’s viewer has led to an enhanced focus on 
branding in the television industry. Brian Pike, a former NBC Development Executive, 
describes the job of a television executive as a brand manager, who every week “makes 
sure these shows have the proper vitamins and minerals, what the network thought it 
bought” (Littlefield & Pearson, 2012). This observation acknowledges that the 
programming must fit the network’s brand promises to the viewer. These promises are 
communicated through advertising and on-air promos, which create audience 
expectations for shows. The programming is the product linked to the brand itself, and 
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will maintain audiences, and hopefully even build new viewership, if it lives up to its 
promises. 
 It is also imperative that network executives understand that promotion is a 
necessity in both branding networks and enticing viewers to watch new programs or 
episodes. In the past, promotion and programming were considered separate spheres, but 
distinguished television executive and producer Fred Silverman understood promotion 
for programs was just as important as how they were scheduled (Eastman & Ferguson, 
2009). A mix of on and off-air promotion that reflects a network brand accurately and 
creatively can greatly help grow and maintain desired audiences. 
 For the broadcast networks, assessing a brand and exploring new strategic 
marketing and promotion can greatly affect the revenue model for the better. The task is 
not simple, though, as the broadcast networks have gone through internal changes 
implemented starting in the mid-1980s. The new ownership of these broadcasters looked 
at the “bottom-line” with a major focus on cost cutting, which cut back on production 
spending and unnecessary costs, as well as had a huge effect on employment and network 
morale (Auletta, 1992). CBS’s new ownership, Larry Tisch, chose to sell-off the 
networks major non-broadcast assets, including the CBS Music Group. ABC struggled to 
adjust to the culture of their new ownership, Cap Cities. GE saw the importance of cable 
in the future of television and forced NBC to pursue new strategies to stay competitive, 
especially since the practice for GE was for its companies to be one of the top-two in 
their industry in earnings, or they would be sold off (Auletta, 1992). The corporation that 
owns the network becomes a factor that can affect a network brand, and trying to stay 
8 
innovative and consistent with a brand can be especially difficult if a network is 
preoccupied with adjusting to new corporate ownership styles and changes. 
 Finally, broadcast revenue models are primarily based on advertising, which 
encourages programmers to continue to go after the largest share of their desired 
demographic as possible. Prime time remains one of the most profitable dayparts for the 
desirable 18-49 adult market segment, but it is important to understand that each daypart 
is strong with different audience segments in today’s consumer viewing market. As 
audiences have changed their viewing habits by watching multiple channels and adopting 
technology like the remote control, programmers have had to use various strategies and 
concentrate their programs across each schedule. For example, Thursday was once the 
most desired night of television, since it was a last chance night for certain advertisers to 
reach consumers before the weekend. These advertisers included movie studios, which 
looked to reach younger audiences before weekend box office releases. A study in 2007 
showed that Thursday had moved to third most most-watched night behind Sunday and 
Monday (Schechner, 2010). It is important to recognize that advertisers are more willing 
to pay higher prices, especially during certain nights of the week, in order to reach 
specific groups of consumers. 
 
PURPOSE OF THE STUDY 
 Having a cohesive branding strategy, especially for broadcast networks, is vital, 
because it builds loyal audiences as well as attracts new viewership that fits their program 
wants and needs. This then brings in motivated advertisers, whose ad dollars support the 
broadcasters’ revenue model. Typically, networks create branding strategies for their 
9 
entire network, but a few notable daypart strategies have been explored in the past. For 
example, ABC created a sub-branded Friday prime time daypart called TGIF (short for 
the slogan Thank God it’s Friday) in the 1990s, which consisted of four comedies 
targeting younger viewers and families (Schneider, 2012). None has reached the success 
of Must See TV, a night which brought in one-third of NBC’s ad revenue and ratings that 
were twice as much as their closest competition (Mandese, 1996). It also has been labeled 
as a “phenomenon”, which strong brand awareness reinforced by media coverage and the 
power to build their popular programming to reach across NBC’s prime time schedule 
(Schneider, 2006).  
 The purpose of this thesis was to conduct a case study of the Must See TV brand. 
NBC in the 1980s went from being third in overall broadcast ratings to first, with most 
credit given to the network’s Thursday prime time line-up. As the network began to lose 
its ratings lead on Thursday night in the early-1980s, due to various internal and external 
forces, NBC created the Must See TV branding strategy. With this strategy, NBC took all 
of the remaining quality television programs (critically acclaimed and high rated) and 
placed them all on Thursday night in order to continue the network’s momentum during 
that specific prime time block. The brand led to a renewed period of domination for NBC 
that lasted roughly from the early-1990s to the early-2000s, and created a night of 
appointment television for the network. In this case study, the researcher utilized a brand 
audit, which examined the sub-brand over its lifetime and the various promotional 
elements used to affect viewership. The end goal was to provide an example of a 
branding strategy that was initiated to succeed in a television industry with growing 
competition, while remaining underneath an already established network brand.  
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RESEARCH QUESTIONS 
 The research questions utilized by the researcher are the following: 
1. What were the core elements of the Must See TV brand? 
2. What was Must See TV’s promotional strategy over its lifetime? 
3. How did this daypart block fare with audiences and against competition? 
4. Why did its success of Must See TV end? 
 
SIGNIFICANCE TO THE FIELD 
 The research in this study is significant, because the practice of branding 
networks has become more common from a promotional standpoint to separate networks 
from growing competition, but can become a burden if networks do not remain one step 
ahead of their competition, or even remain true to their own brand. Most existing 
television networks have an already established brand, albeit some are more targeted than 
others. This can be seen in comparing niche cable and broadcast network slogans: TBS’s 
“Very Funny” (a branding strategy communicating the network’s specialization in half-
hour sitcoms and comedy movies) and CBS’s “American’s Most Watched Network” (a 
broader strategy that focuses on overall ratings and does not communicate specific 
program genres) (Gorman, 2011). While niche-branded networks claim that they better 
reach their target demographics compared to competitors, some research does suggest 
that advertisers would still reach more of their desired target audience on a less focused 
network reaching larger audiences (Ephron, 1998). The “less-focused” broadcast 
networks also talk about their individual “brand,” yet these networks repeatedly green-
light programs that fit better on other networks (Goodman, 2010). This shows that 
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networks with niche or broader branding strategies face different challenges in today’s 
television industry. 
 Beyond the issues of reach and consistency, brands that embrace more innovative 
strategies can create added value for their viewers above what they expect (Ehrenberg, 
1993). This added value can influence desired viewers to become loyal to a network. As 
new forms of viewing technology become more accepted and used by viewers, brands 
will need to be defined, evaluated, and refreshed. A long-term benefit would then be the 
development of cross-platform strategies, which brings brand elements, including 
programs, to various platforms to penetrate as much of the viewing audience as possible. 
 
DEFINITION OF TERMS 
Must See TV – Must See TV began as an advertising slogan used by NBC (the National 
Broadcasting Company) to brand its prime time block of programming, which consisted 
of four sitcoms from 8PM to 10PM and one drama from 10PM to 11PM, during the 
1990s on Thursday nights (Robinson, 2002). The slogan was most often applied by NBC 
internally to the network's Thursday night lineup, but the strategy was later extended to 
other sitcom blocks. Programs featured during this daypart included at various times such 
popular sitcoms as Seinfeld, Mad About You, Frasier, Friends, and Will & Grace, as well 
as such drama series as L.A. Law and ER. This strategy allowed NBC to be the leader in 
prime time ratings on Thursday nights continuing after their late-1980s dominance into 
the early-2000s (Schneider, 2006). 
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Rating  – “An estimate of the percentage of the total number of people or households in 
a population tuned into a specific time period (daypart) or program” (Definition of: 
Rating, n.d.). 
 
Share – “An estimate of the percentage of people or households that are actually using 
television and are tuned to a specific station or network during a specific daypart” 
(Definition of: Share, n.d.). 
  
Brand – Two Definitions 
 Marketing – “A cluster of functional and emotional values that enables 
 organizations to make a promise about a unique and welcoming experience…. 
 The result of a coherent organizational and marketing approach that uses all 
 elements of the marketing mix.” (Definition of: Brand – Overall Marketing, n.d.) 
 Programming – “Marketing a program channel as a targeted product separate 
 from the changing shows carried; also, defining and reinforcing a network or 
 service’s identity so that it becomes widely recognized a synonymous with a 
 product or service.”  (Definition of: Brand – Television Programming, n.d.) 
 
Sub-brand and Brand Extensions– Sub-brands are typically part of a family of brands 
under one central brand, and can be a means of tailoring a product or service to a 
particular market or niche group (Jean-Noel, 1992). A brand extension is “a marketing 
strategy in which a firm marketing a product with a well-developed image uses the same 
brand name in a different product category” (Romeo, 1991). 
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Daypart- “A period of two or more hours that are considered to be the strategic unit in a 
program schedule” (Definition of: Daypart , n.d.). 
 
ETHICAL CONSIDERATIONS 
 The researcher has received permission from all interviewed subjects to use their 
quotations and thoughts to support the findings of the case study. Ratings research was 
found in public industry trades, but not reprinted. Instead, the information was calculated 
into averages and presented in graphical form. 
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CHAPTER 2: REVIEW OF THE LITERATURE 
 There is no denying that the television industry has changed. With more viewing 
opportunities for television audiences on various platforms, audiences have become more 
fragmented. Share for the broadcast networks have decreased to reflect the audience shift. 
During the 1984-1985 season, the broadcast networks had a combined average prime 
time rating of 44.8 and the basic cable networks had a 4 rating (Gorman, 2010). By the 
2008-2009 season, the broadcast networks dropped to a combined 25.6 average prime 
time rating, while basic cable increased to a 36.3 rating (Gorman, 2010). This shift of 
viewers to cable has led to broadcast networks taking their brands and programs across 
different viewing platforms in hope of gaining more untapped viewership. NBC is 
included among these networks, with joint ventures like Hulu.com and other Video On 
Demand opportunities (Brady, 2007).  
 In spite of this shift to new viewing platforms, the majority of viewing time, 
advertising spending, industry development, and subscription payments still go to 
traditional television media (Eastman & Ferguson, 2009). Programming authors Eastman 
and Ferguson (2009) state “a single program can still draw an audience so large it could 
fill a Broadway theater every night for a century” (p.20). The viewing numbers that 
television networks bring in for their programs are still significant in size. Today, a rating 
of 10, which is considerably lower than the ratings of the past (The Cosby Show brought 
in an average rating of 34.9 during its 1986-87 season), means that over 10 million 
households were watching that specific program. Since a household average is around 2.6 
people, that program potentially brought in 26 million viewers (Eastman & Ferguson, 
2009). 
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 Despite the paradoxical environment of decreasing ratings and increasing 
revenues in television media, the advancement of emerging media platforms reinforces 
the networks’ need to be aware of their brands and explore new branding strategies. As 
the television industry continues to transform, so must broadcast networks adapt and 
react to remain lucrative and viable. The Must See TV sub-brand was just such a strategy 
that brought a period of success to NBC while enduring industry change, but it did not 
last.  
 Brand studies are continually being produced and edited to provide more insight 
on ways to evaluate, innovate, and maintain brand. First and foremost, the researcher 
recognizes the need to present more background information on the recent growth of the 
television industry, especially what happened to NBC in the years leading up to the 
establishment of Must See TV. Professor Leslie de Chernatony (2001) identifies five 
forces that can “enhance or impede” a brand: Corporation, Distributors, Competitors, 
Consumers, and Macro-Environment (p.3).  
 
CORPORATION 
 During the greater part of the 1970s and early-1980s, NBC, owned by Radio 
Corporation of America (RCA), was a distant third in the broadcast ratings race trailing 
both ABC and leader CBS (Auletta, 1992). NBC had no shows in the top-10 during its 
1979-80 and 1981-82 seasons, and only one during the subsequent two seasons (Brooks 
& Marsh, 2007). By the year 1985, NBC passed CBS to become the number-one network 
(Auletta, 1992). Many attributed this to the success of NBC’s Thursday night line-up of 
shows like The Cosby Show and Cheers, as these shows were top-rated and received 
16 
critical acclaim. With these programs, the network became the leader in the ratings 
during multiple dayparts, including the Thursday prime time block, in which NBC chose 
to schedule four sitcoms and one drama. These critically-acclaimed and highly rated 
shows created a block of programming coveted by advertisers looking to attract 18-49-
year-olds before the weekend (ex. movie studios with opening nights, auto companies 
with weekend sales, etc). The creation of top-rated and critically-acclaimed programming 
was attributed to the leadership of then President of NBC Grant Tinker. Historians 
believed it was Tinker’s ability to nurture creative talent and protect them from network 
pressures and interference that contributed greatly to the network’s success (Feuer, Kerr, 
& Vahimagi, 1984). His then second-in-command, Brandon Tartikoff, also recognized 
the need for the networks programs to be consistent in tone, and led the charge in shifting 
the NBC brand to one of quality. In his own words, Tartikoff's focus was switching NBC 
from “Kmart” to “Saks Fifth Avenue” (Tartikoff & Leerhsen, 1992). With consistent and 
quality programs, NBC rose the broadcast network ranks to the top.  
 General Electric (GE) also noticed these ratings successes. In 1985, GE purchased 
RCA and with it came the number-one network in America. GE decided to sell-off 
portions of RCA, but chose to keep NBC, since the GE analysts saw revenue growth of 
11.4 percent each year between 1980 and 1984 for the network “even with the onslaught 
from cable, VCRs, and independent television stations” (Auletta, 1992, p.81).  
 According to Professor de Chernatony’s research (2001), the culture of an 
organization can strongly influence its brand, which gives mergers and acquisitions the 
ability to alter a brand performance dramatically. Similar to its competitors, who were 
also acquired by new ownership, NBC faced a preoccupation with cost cutting and 
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various culture changes instituted by new owners GE, who recognized the changing 
television industry (broadcast revenues going up, but ratings going down due to increased 
competition from cable). When Grant Tinker left his position shortly after GE purchased 
NBC, General Electric CEO Jack Welch installed Bob Wright as President and CEO of 
NBC. According to NBC’s self-published book, Bob Wright was brought in to both 
stream-line costs and move NBC into the era of cable (Robison, 2002, p.177). The end 
goal for GE was for NBC to continue as one of the top two networks in the television 
industry (Auletta, 1992). 
 Bob Wright also stressed the need for a strategy for NBC in order to survive in the 
television environment soon to be inundated with channel choices for viewers (Littlefield 
& Pearson, 2012). Warren Littlefield, former President of Entertainment at NBC, states 
that this message was received by NBC employees as “an incredible downer” and “icy 
water in our faces” (p.57), but admits that this reality check made them realize their then 
current mindset was a philosophy and not a strategy. The network had program hits, but 
they had a diverse line-up of shows that may have been too broad to survive as a cohesive 
network. GE required NBC to move beyond the broadcast era, to think about what NBC 
was as a network and what the network could become in the future.  
 The need for strategy became even more apparent in the early 1990s. The number 
of top-ten shows NBC had on its schedule dropped from five in the 1990-1991 season to 
one the following season (Lotz, 2007). In the fall of 1992, NBC was still on average the 
ratings leader on Thursday nights, but its lead was diminishing against major competitors 
ABC and CBS (see appendix charts A-10 & B-10, p.58 & p.85). The hit shows on NBC 
had been launched together, and so they aged together, without enough hits in the 
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pipeline to replace them. Littlefield, who had become President after Tartikoff left 
in1990, stated the following: “In the 1991-92 season, we dropped to number three in 
adults 18-49. The pressure was mounting” (Littlefield & Pearson, 2012, p.107).  
 
DISTRIBUTORS 
 De Chernatony (2001) claims that a brand strategy cannot be devised without 
regard for a firm's distributors or distribution system.  Since the beginnings of television, 
the main form of distribution for NBC and other broadcast networks was by broadcast 
signal transmission over the airwaves. Cable began to carry these networks as well, but 
the original distribution method had the biggest effect on how these broadcast networks 
programmed their various dayparts and schedules. The broadcast network is defined as a 
“mass-appeal channel”, which goes after as many viewers as possible (Eastman & 
Ferguson, 2007). Bob Wright expresses this type of approach as “broadcast’s greatest 
strength”, but also as “the hardest form of television” (Littlefield & Pearson, 2012). To 
try to attract a large audience wasn’t difficult when the competition was doing the same, 
but as cable started to penetrate the market and became accepted by consumers, the risk 
of failure for broadcast networks became more apparent. 
 
COMPETITORS 
 “Brands are rarely chosen without being compared to competitors” (De 
Chernatony, McDonald, & Wallace, 2011). According to a study by Nielsen Media 
Research (2000), only 19% of households with television had access to 30 or more 
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channels in 1985. This later increased to 76% in 1999, with an additional 52% having 
access to sixty channels or more.  
 The broadcast networks may have had higher ratings compared to their cable 
competitors, but their oligopoly in the late-1980s to early-1990s was beginning to 
deteriorate. According to Auletta’s research (1992), ABC, CBS, and NBC’s share of the 
total viewing audience shrank from 72% in 1987 to 67.2% by April 1989. Furthermore, 
by 1989, 55% of television households were wired for cable, which continued to grow in 
channel size and selection (Auletta, 1992). Along with the increase in cable channels, the 
new broadcast network FOX was created in 1986 as the emerging cable networks were 
forming niche brands. The cable networks created targeted-branding strategies that 
attracted smaller, more defined demographics. The cable networks’ revenue models also 
were a combination of subscription and advertising-based, allowing them a little more 
cushion to the fluctuations of advertising revenues. The traditional economic model of 
broadcast networks required them to focus on a much larger target of viewers to entice 
advertisers, which was their sole source of revenue (Lotz, 2007). As a result, since cable 
networks were not as dependent on “short-term” advertising revenue, they were able to 
take a longer term approach to program evaluations when considering renewals and 
cancellations. 
 Not only was competition growing in size (the number of cable channels 
expanded from 28 in 1980 to 79 by 1989) and brand variety, but also different forms of 
technology were becoming more accepted by television owners that threatened the live 
viewing experience ("History of cable television," n.d.).  The videocassette recorder 
(VCR) was becoming more common, with twenty-three percent of households owning 
20 
one in 1985, and by 2002, about ninety-seven percent of homes owned VCRs (Quigley, 
2004). Today, even more emerging media devices threaten live television viewership, 
including the DVR, TiVo, and online streaming that can be delivered to portable devices 
such as smart phones. Nielsen has developed alternative ways to track these viewers 
using devices like DVRs, but not until around 2007 (Levin, 2006). Nonetheless, back in 
the early 1990s, early technology developments were already adding to this heightened 
competitive landscape.  
 This competition in turn not only battled for overall viewers, but also dayparts. 
Prime time, which consists of the hours 8PM to 11PM during weekdays and 7PM to 
11PM on weekends, was considered “the financial jewel in the media crown, pulling in 
billions of dollars each year for networks” (Eastman & Ferguson, 2009). As NBC dipped 
into third place, the network looked to make the needed changes in order to regain its 
Thursday lead in the ratings. The executives wanted the “Thursday magic back” 
(Littlefield & Pearson, 2012).  
 
CONSUMERS 
 The classic network-era consisted of fairly limited programming options and little 
viewer control over the programs they watched. This changes as more channels became 
available to the viewers. Amanda Lotz (2007) references other factors attributing to the 
change in viewing habits, including the remote control and VCRs, which provided 
“viewers with unprecedented control over how and when they viewed” (p.262). The 
consumer became more active. There have been several studies that all result in a similar 
conclusion: Despite audiences having ample viewing options, viewers will ultimately 
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watch about a dozen channels consistently. Nielsen Media Research (2004) conducted a 
survey of homes with access to 200 or more channels, and found that viewers watched 
about 15 of them for more than one-hour per week. This study is a good example, 
showing that viewers do form viewing habits and loyalty, regardless of how many 
options are available. With more opportunities, television viewers look to find programs 
and brands that fit their wants and demographic traits.  
 The active viewer had also led to increased usage of scheduling strategies. 
According to Eastman and Ferguson, even with the use of devices like remote controls, 
with increasing number of channels, and the use of other video platforms, “the audience 
of one show normally influences adjacent programs” (p. 11). This can be for the better, or 
for the worse, so networks must understand one’s own and one’s competitor’s audience. 
A common way to then effectively communicate and reinforce your brand to consumers 
is by using promotion. Effective promotion can cultivate positive images, and even lead 
to “high visibility, ratings, and revenue (McDowell & Batten, 2005). 
 It is important to note that broadcasters are not in the business of just creating 
programs for viewers, they are in the business of creating audiences that advertisers want 
to reach (Bielby & Bielby, 2003). NBC was the leader in Thursday prime time during the 
late-1980s with multiple shows in the top-ten, and the top-three rated shows during the 
1987-1988 season (Brooks & Marsh, 2007). The top-rated “The Cosby Show” brought in 
an average 27.8 rating (p.1612). The significance of Thursday night lies in the advertising 
revenue it generated. Thursdays were considered by many as the last chance to reach the 
coveted adult 18-49 market before the weekend.  
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MACRO-ENVIRONMENT 
 De Chernatony (2001) finally states that brand managers need to “scan 
continually to identify future opportunities and threats”. As mentioned previously, the 
technological environment was changing with the development and usage of devices like 
the VCR and remote control. Cable created the biggest rift, as it added a multitude of 
channels and choices to the television landscape. The social changes affecting what 
programs and networks viewers watched (that were taking place) involved both shifts in 
viewing habits (as a result of more choices) and viewers’ ability to take more control (as 
a result of new technologies including remote controls, VCRs, and DVRs). 
 The economic and political environments were changing as well. Warren 
Littlefield quotes Bob Wright in his book (2012), explaining that as NBC’s ratings drifted 
down from 1989 to 1992, the ad markets were collapsing (p. 145). This led to the 
network losing 50% of their previous revenues, leaving them just below the other 
broadcast competition. Luckily for NBC, 1993 led to a reduction in inflation and 
unemployment, and 116 months of economic growth for the United States. According to 
Littlefield, the “creative surge" experienced at the network "could not have come at a 
better time” (p.145).  
 
 For NBC, these previously defined five forces presented both challenges and 
opportunities. This can be comparable to the television industry of today, as networks are 
continually pursing strategies to strengthen and maintain their brands. Building strong 
brands, especially for broadcast networks, will greatly benefit their viewership, ad 
revenue, and prolong their lifespan.  
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CHAPTER 3: METHODOLOGY 
 The research focuses on qualitative data collected about the Must See TV sub-
brand and promotional strategy over its lifetime. The case study looks at the television 
environment that the NBC sub-brand existed in, which existed prior to the time of the 
researcher’s exploration. The main focuses include: 
• NBC’s internal branding strategy 
• The size of the average Thursday prime time audience 
• How the brand was similar and differentiated from competitors 
• The evolution of the brand 
• Why the brand was discontinued by the NBC Agency 
• What NBC current and former employees saw as the strengths and weaknesses of 
Must See TV  
 
 Television executives and consulting firms, who are looking to evaluate and 
strengthen network brands, can implement this form of brand analysis. 
 The outcome of this brand analysis will be applicable to similar networks that 
look to enhance their brands with sub-branding strategies. The growing number of 
available channels will continue to emphasize and grow fundamental brand approaches. 
While networks begin to rapidly expand branding strategies across different video 
platforms, the evaluation process for brands will adapt for both the traditional and new 
television mediums. 
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RESEARCH QUESTIONS 
 The research questions utilized by the researcher are the following: 
1. What were the core elements of the Must See TV brand? 
2. What was Must See TV’s promotional strategy over its lifetime? 
3. How did this daypart block fare with audiences and against competition? 
4. Why did its success of Must See TV end? 
 
SETTING 
 This study was conducted over a five-month period from January 2011 through 
May 2011. The setting covers a few years prior and after Must See TV’s duration, from 
Fall 1989 to Summer 2007. The Thursday prime time daypart was the main focus as well, 
since the Must See TV sub-brand began focusing on that night. The prime time daypart 
consisted of the hours 8PM to 11PM. The ratings research represented the entire nation of 
homes with televisions. 
  
SAMPLE 
 The sample for the television ratings was normal consumers of the broadcast 
networks. Nielsen records this national information using set-top meters, people meters 
(around 12,000 households total), and personal diaries. Today, Nielsen remains the sole 
company producing nationally syndicated network audience measurement in the United 
States, while ratings remain as important decision-making data in commercial 
broadcasting (Bielby & Bielby, 2003). This sample is held to the limitations as defined by 
Nielsen, but was universally used at the time of this sub-brand. The number of television 
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households represented by a ratings point grew overtime as more household became 
owners of televisions. Interviewees were chosen and collected, because of their 
connection to NBC, whether they were directly involved with sub-brand’s strategy, or 
involved with the network in some form.  
 The researcher collected previously-conducted interviews with individuals from 
different roles within NBC during the late 1980s until the present (Littlefield & Pearson, 
2012). Those interviews included network executives and creative talent involved in 
NBC programming. The most useful publication was a book co-authored by Warren 
Littlefield entitled Top of the Rock: The Rise and Fall of Must See TV (2012). They have 
all worked numerous years in the industry, and all have first-hand experience of the 
various changes experienced by the television industry.  
 The interviews conducted by the researcher included several current and former 
NBC employees directly involved with the Must See TV sub-brand and promotional 
strategy. These interviews include Vince Manze, former Co-President of the NBC 
Agency, John Miller, current CMO of the NBC Universal Television Group and former 
Co-President of the NBC Agency, Ed Goldenberg, current Account Executive at NBC 
Universal, and Dan Holm, former Senior Director of Drama Production at NBC. Each has 
provided the interviewer with an insider’s look at to how they viewed the relationship 
between NBC and its sub-brand. Also, they gave insight into how promotions are 
approached by a broadcast network. 
 The interviewees were asked questions focusing on Must See TV’s elements, how 
it was created and executed, how they believe it impacted viewership, and the future of 
sub-branded programming. 
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MEASUREMENT INSTRUMENTS 
  Along with the conducted and collected interviews, the researcher looked at 
industry trades providing an external media perspective of Must See TV. These articles 
came from reputable sources, including the New York Times, The Hollywood Reporter, 
and Broadcasting & Cable. Other sources include research provided by publications with 
compiled television schedules and program descriptions, including The Complete 
Directory of Prime Time Network and Cable Shows (Brooks & Marsh, 2007). The 
researcher was able to use the Brooks & Marsh publication to compile broadcast network 
schedules for a period before, during, and after the Must See TV sub-brand’s existence. 
These complied schedules also included ratings information for the top-thirty shows that 
season that occurred during Thursday prime time. 
 The data collected comes from trade publications that print weekly Nielsen 
ratings for prime time. These include Nielsen ratings and share numbers. This data was 
organized and analyzed using Microsoft Excel and averaged to represent the entire 
daypart for each nights observed. The researcher averaged both ratings and shares, as 
ratings gave a good example of total viewers, and share showed how the sub-brand was 
matched against competition. 
 
LIMITATIONS 
 There were limitations to the methodology of which the researcher was aware 
while conducting this case. The limitations include the extended time frame, since ratings 
can be affected by various events, like sweeps periods with “eye-grabbing” programs, 
seasonal viewing, and rerun periods. Also, since the time period of Must See TV was at 
27 
least 10 years ago, interviewees are asked to recall events, which may have led to less 
detailed, accurate responses.  
 Nielsen ratings research that was used from the Must See TV time-period 
included live-viewer only, as Nielsen did not develop Live Plus or extended ratings to 
represent programs viewed at a later date until the year 2005 (Levin, 2006). It also 
represents the entire viewing audience, not just the adult 18-49 demographic. Because to 
the cultural power and strength even beyond this desired audience group, the Nielsen 
household ratings are more relevant to this study. The household ratings information 
provides a better depiction of the network’s overall ratings success and decline during 
this branding strategy compared to the other major broadcast networks.  
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CHAPTER 4: RESULTS 
 The literature review covered the early industry developments facing networks, 
especially the mass-appeal broadcast networks. To further the research on network 
branding strategies in television, a case study was implemented to analyze the Must See 
TV sub-brand. This brand analysis concentrates on the elements of Must See TV, and 
how the brand strategy was implemented over its lifetime.  
 The early-1990s was a time of network change for NBC. The network began to 
slip in the ratings, particularly during its once untouchable Thursday night line-up 
(Crawford, 2005). Hit shows during that prime time daypart aged together, and not 
enough hits remained to retain the network’s number-one status. The 1992-1993 season 
only included one top-ten show during Thursday prime time, Cheers, which was tied for 
eighth-place with CBS’s Sunday Night Movie with a rating of 16.1 (Brooks & Marsh, 
2007). According to NBC’s schedule, they had placed four comedies and one drama in 
the prime time line-up, but the shows just didn’t have the ratings strength like years 
before at the height of The Cosby Show. Lowered ratings on Thursday night also created 
a major loss in advertising revenue. According to Bob Wright, NBC lost fifty-percent of 
ad revenues during 1991 and 1992 (Littlefield & Pearson, 2012). Despite this decline in 
both ratings and revenues, executives at the network, including Warren Littlefield, felt 
they had “the potential to get that Thursday magic back” (Littlefield & Pearson, 2012, 
pg.263).  
 The original concept for Must See TV was created, according to interviewee Ed 
Goldenberg, to “continue momentum from the successes like The Cosby Show and 
remaining hit show Cheers” (personal communication, May 7, 2012). He continued that 
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Thursday night remained as a “best night”, especially for automotive companies and 
movie studios, as it was a “last chance for mass reach” to shoppers before the weekend 
and to moviegoers before Friday.  
 The areas of Must See TV assessed in this case study are the following: 
1. What were the core elements of the Must See TV brand? 
2. What was Must See TV’s promotional strategy over its lifetime? 
3. How did this daypart block fare with audiences and against competition? 
4. Why did its success of Must See TV end? 
 The NBC team decided to target the advertiser-desired adult 18-49 market during 
Thursday prime time. Looking at the ratings for 1992-93 for the three broadcast 
networks, NBC was hovering around or below the ratings and shares of CBS, ABC, and 
FOX (see Appendix A & B, p.58-59 & p.85-86). On May 20th, 1993, there was a 
recorded ratings spike for NBC, but the series finale for Cheers explains this occurrence, 
which had a positive ratings effect on its newer series lead-out, Seinfeld (see Appendix 
charts A-12 & B-12, p.59 & p.86). Ed Goldenberg explains this scheduling strategy as “a 
big factor back then (personal communication, May 7, 2012). If the shows were 
compatible, it could be beneficial and retain 70-80% of an audience. Today, crazy 
fragmentation now has a greater effect on lead-ins and viewing patterns.” John Miller 
acknowledged the “pockets of strength” that shows like Cheers created for NBC’s 
Thursday night line-up, but with Cheers ending, NBC decided to build a new program 
schedule with the best shows left (critically acclaimed and high rated programs), and Don 
Ohlmeyer wanted to label this soon-to-be “destination night” strategy (personal 
communication, February 27, 2012). . 
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 In order to process the creation of Must See TV’ and its foundation strategy, the 
researcher divided the sub-brand into four core elements: slogan, target audience, 
programs, and promotion. 
 
SLOGAN 
 Vince Manze (personal communication, February 29, 2012), John Miller 
(personal communication, February 27, 2012), and Dan Holm (personal communication, 
February 13, 2012) all recalled the creative brainstorming session with select network 
managers held during a lunch meeting in June 1993. The meeting was called to create a 
label for NBC's new sub-brand strategy for Thursday night. Dan Holm specifically recalls 
having nothing planned going into the meeting, but came up with Must See TV in his 
head while awaiting his turn to speak (personal communication, February 13, 2012). Dan 
remembers the pitch session continuing around the table, but “nothing was sticking, so I 
pitched it. There was a rush of additional suggestions, but Warren liked it.” Both Manze 
(personal communication, February 29, 2012) and Miller (personal communication, 
February 27, 2012) commented on the fact that it rhymed and was timely with their 
strategy of moving the network’s strongest programming all to one night.  
 According to John Miller, the “strongest” programs were picked and moved to 
Thursday night based on a combination of critical acclaim and ratings for the series 
(personal communication, February 27, 2012). L.A. Law remained a critically-acclaimed 
show with strong, steady ratings around 12-15 points each week. Seinfeld also began to 
hit its ratings stride during the summer of 1991. According to Glenn Padnick, former 
television executive and co-founder of Castle Rock Entertainment, Brandon Tartikoff 
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offered Padnick “Sophie’s choice”: to air the four original episodes of Seinfeld in spring 
of 1990 in a poor spot, or during the summer of 1990 in the Thursday 9:30PM slot behind 
Cheers (Henry & Sackett, producers, 2004). Padnick recognized the summer slot as a 
chance for long-term survival for Seinfeld. The series’ was renewed, and NBC also 
decided to air new episodes of Seinfeld during Thursday primetime starting in the winter 
of 1993 (it have moved back and forth from Wednesday to Thursday from 1991 to 1993). 
John Miller stated that Mad About You was moved to Thursday nights to join the Must 
See TV line-up due to high ratings during its Saturday night slot, and Fraiser was a new 
addition the NBC’s program repertoire, but was a spin-off based on a character from 
Cheers (personal communication, February 27, 2012). Miller was also quoted in 
Littlefield and Pearson’s book (2012) saying, “You’d think it was focus grouped or 
researched. Nope. Must See TV. That was it.” (p.235).  
 
TARGET AUDIENCE 
 The key audience demographics, according to Ed Goldenberg, were adults 18-49 
and 25-49 (personal communication, May 7, 2012). “During the early Cosby years (mid 
to late-1980s), NBC was looking to capture just the most household ratings as possible, 
but wanted something more selective for Must See TV,” said Goldenberg. The success of 
NBC’s Thursday night programs from 1984 to 1991 attracted advertisers looking to 
capture certain consumers, including weekend shoppers and younger, movie-going 
audiences before the weekend box office openings. NBC hoped to continue to attract 
these advertisers by regaining a ratings lead on Thursday nights. Competing broadcast 
networks were going after different demos in 1993, with CBS aiming at an older 
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audience and Fox targeting younger men. Goldenberg notes that this demographic 
became even more focused on a younger, urban audience, which grew out of its programs 
like “Seinfeld” and “Friends”.  
 
PROGRAMS 
 As referenced earlier in the study, John Miller confirmed that NBC, from a 
programming and scheduling standpoint, looked to rebuild their schedule on Thursday 
night (personal communication, February 27, 2012). The network took the remaining 
“pockets of strength” (aka returning and new, well-received series), which included four 
comedies and one drama, that both had received critical acclaim and higher ratings. He 
also acknowledged that despite Cheers ending before Must See TV was implemented, the 
sitcom “was a bridge show that allowed Seinfeld to take-off.” Once the programs were 
scheduled on that night, the strategy was then to use this programming strength to 
produce a prime time daypart regarded as “appointment television” by audiences. 
Appointment viewing is defined as “a pattern of planning one’s TV viewing in order to 
tune in at the time of the specific program” (Eastman & Ferguson, 2009, p. 135). There 
have also been studies about appointment television that similarly conclude that “viewers 
develop strong mental images about when their favorite programs are on and tune in with 
those programs in mind” (p.135). By utilizing various scheduling strategies with their 
strongest programs available, NBC looked to regain the number-one ratings lead for the 
Thursday prime time daypart.  
 It is also significant to note the first Fall line-up for Must See TV: The 1993-1994 
season for NBC began with Mad About You at 8PM, Wings at 8:30PM, Seinfeld at 9PM, 
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Fraiser at 9:30PM, and L.A. Law at 10PM (Brooks & Marsh, 2007). That schedule is 
compared below to the television schedule for fall of 1986 (see Appendix Schedules Fall 
1986 & Fall 1993, p.111 & p.112).  
FALL 1986 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Our World The Colbys 20/20 
CBS Simon & Simon Knots Landing                                      no. 26 (tie), r: 16.8 Kay O'Brien 
NBC Cosby Show            no. 1, r: 34.9 
Family Ties                
no. 2, r: 33.7 
Cheers                    
no. 3, r: 27.2 
Night Court               
no. 7, r: 23.2 Hill Street Blues                                       
 
FALL 1993 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Missing Persons Matlock Primetime Live                                          no. 17, r: 14.0 
CBS In the Heat of the Night Eye to Eye With Connie Chung Angel Falls 
FOX The Simpsons                       The Sinbad Show In Living Color Herman's Head   
NBC Mad About You Wings                       no. 18 (tie), r: 13.9 
Seinfeld                    
no. 3, r: 19.4 
Fraiser                         
no. 7, r: 16.8 L.A. Law                                                                                   
 
 Seinfeld claimed third place in the ratings top-ten that season, while Fraiser the 
seventh position. The scheduling of four sitcoms and one drama was reminiscent of the 
network’s past schedule on Thursday nights, including the successful schedule from the 
fall of 1986, which had a night of hit programs. In comparing the fall 1986 and 1993 
schedules, the researcher noted that the success of Must See TV was not equal to the fall 
1986 line-up from a top-ten standpoint. The 1986 line-up had the top-three highest rated 
programs on television, while 1993 had only the third top-rated program. 
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PROMOTION 
 Finally, the marketing and promotional approach of the Must See TV sub-brand 
strategy played a main role in both communicating and enhancing the Must See TV sub-
brand for audiences. As co-presidents of the NBC Agency, the network’s in-house 
marketing agency, Vince Manze (personal communication, February 29, 2012) and John 
Miller (personal communication, February 27, 2012) oversaw and put into practice the 
Must See TV sub-brand to build viewership for new series and episodes.  
 The practice and application of the promotion was one of consistency. John Miller 
admitted that “typically, promos do change”, but the Must See TV promotion needed to 
be ruthlessly consistent (personal communication, February 27, 2012). He added that this 
worked, since the programs aligned with the brand strategy. One example Miller 
provided of the consistency used in their strategy was the “annoying jingle”, which he 
demanded be on every spot for the Thursday night line-up. Vince Manze also mentioned 
that the Must See TV jingle, which he referred to in promotional term as the “seven-
second stinger”, was the slogan being sung by a small group and was fast, obnoxious, and 
really irritating, but it stuck in people’s heads (personal communication, February 29, 
2012). He mentioned that the full night slogan was always used to encompass all shows, 
presenting the whole prime time block as one well-built entity. Ultimately, the on-air 
promotion created the most audience awareness. 
 Miller talked about how consistency was different from most promotional 
campaigns of the time (personal communication, February 27, 2012).  “Promo producers 
get tired of promos and campaigns way before consumers do,” said Miller, “As 
consumers begin to get tired or notice the consistency, producers usually change it.” For 
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Must See TV, the strategy was to remain the same. Miller also cited that promotion 
producers were required to carve out a certain amount of time from their promos to play 
out the jingle (ex. a 30-second promo was actually 26-seconds with 4-second jingle). 
 While Miller generated more of the marketing strategy, Vince Manze directed 
more of the creative aspects of the promotional materials used (personal communication, 
February 29, 2012). Manze saw television promos becoming more theatrical and 
entertaining. The on-air promotional materials included 7-second IDs, conceptual ads (ex. 
animated peacocks), and other short promo pieces highlighting the entire program line-
up. “At that time, there were a lot more creative opportunities,” said Manze, “Must See 
TV was an example of constant use of a phrase and different ways of doing it. But, it can 
be hard to stay with something like this for a long period or even stretch of time.” Manze 
stated that sometimes, slogans really take-off, and Must See TV did just that for NBC on 
Thursday nights. It was a phrase that “people thought they knew and already heard 
before”. With both a consistent yet creative approach, the Must See TV sub-brand was 
launched during the 1993-1994 season. 
  
 The premiere night for Must See TV’s programs resulted in an average rating for 
the night of 12.3, with a network share of 23 (see Appendix Charts A-13 & B-13, p.60 & 
p.87). CBS came in at a close second with an 11.3 rating and 19 share, while ABC and 
FOX trailed a few points behind. During the prior premiere night in 1992, NBC had a 
rating of 13.3 with a share of 22, while CBS had a rating of 9.4 with a share of 15 (see 
Appendix Charts A-10 & B-10, p.58 & p.85). The start of the sub-branding strategy was 
not an instant success, since it did not bring in the audiences that the network had hoped 
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to attain. With all branding strategies, time is needed to build positive images and attract 
loyal consumers. The researcher observed this building of a more loyal audience after 
looking at the rise in ratings and share leading up to the broadcast ratings and shares 
graphs for the 1995-1996 season (see Appendix A & B, p.60-63 & p.87-90). 
 During the 1994-1995 season, NBC introduced two new Thursday shows that 
landed in the top-ten ratings ranks for the season. Friends ranked as number 8 with an 
average 15.6 rating, and ER ranked as number 2 with an average rating of 20.0. The 
majority of average ratings and shares each Thursday for NBC were double that of their 
competition. By the 1995-1996 season, the Must See TV sub-brand experienced even 
greater success, with 10PM drama ER ranking on average as the number-one rated show 
on television, and three of the four sitcoms ranking as number-two through four. As seen 
below, no other competitors among the top-four broadcast networks had any shows in the 
top-thirty for the 1995-96 television season (see Appendix Fall 1995, p.113). 
FALL 1995 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Charlie Grace The Monroes Murder One 
CBS Murder, She Wrote New York News 48 Hours 
FOX Living Single The Crew New York Undercover   
NBC Friends                      no. 3, r: 18.7 
Single Guy                       
no. 6, r: 16.7 
Seinfeld                    
no. 2, r: 21.2 
Caroline in the 
City                      
no. 4, r: 18.7 
ER                                                              
no. 1, r: 22.0                                                                                
 
 Several of the interviewees affirmed that NBC had reached their goal of 
appointment television success, with shows that people didn’t want to miss. According to 
Ed Goldenberg, the network executive’s strategy was to create a night where people did 
not want to miss the programs (personal communication, May 7, 2012). An example 
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Goldenberg gave about this appointment viewing phenomenon was that people wanted to 
be able to join the conversation “around the water cooler” about the Must See TV shows 
at work the next day, so it was imperative to not miss the shows and avoid being left out 
of the conversation.  
 By the 1995-1996 season, NBC’s Thursday night line-up was beating the 
combined competition of CBS, ABC, and FOX by thirty-six percent in ratings, which 
was a fifty-eight percent increase from the 1992-1993 season (Littlefield & Pearson, 
2012, p. 240). This programming achievement was translated into increasing ad revenue 
for the network. “Most advertisers were looking to purchase time during the whole prime 
time block on Thursday nights,” said Goldenberg, “but everyone wanted Seinfeld and 
Friends” (personal communication, May 7, 2012). Since they needed to spread inventory, 
Goldenberg stated that they would package not-as-popular inventory with shows like 
Seinfeld (ex. selling a 30-second spot during both Seinfeld and Saturday prime time 
sitcom The Home Court), and even went as far to say as the night becoming more like 
“Must Buy” TV to advertisers. Other outside media buyers called it “Must Pay TV”, as 
the big shows had the biggest unit prices. In 1996, both Seinfeld and ER broke the one 
million dollars per minute barrier, making that Thursday line-up “the most lucrative night 
on TV, generating roughly one-third of all of NBC’s prime time revenues” (Mandese, 
1996).  
 All four interviewees recognized the strength of the programs during NBC 
Thursday line-up, both in critical acclaim and high ratings. Many involved in NBC 
attributed this success to culture experienced at the network, which encouraged creativity. 
Karey Burke, former EVP of Prime Time Series, said leadership like Littlefield’s was 
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very open to everything, which was “very energizing and attractive to creators” 
(Littlefield & Pearson, 2012, p.237). Steve McPherson, former VP of Prime Time Drama, 
was quoted saying, “The Must See TV era was a special time. I think collectively we all 
felt NBC was a collegial, passionate place. People worked together and we partied 
together. We felt we were on the cutting edge of TV. It was a work hard/play hard 
environment, and it was really fun” (Littlefield & Pearson, 2012, p.237).  
 The shows on Must See TV even began to form a personality for the sub-brand. 
Most sitcoms were groups of friends or workplace comedies taking place in an urban 
environment. Ed Goldenberg stated that the show’s characters, who were mostly “young, 
hip, and urban,” gave the sub-brand this personality, and in turn attracted these desirable 
audiences for advertisers (personal communication, May 7, 2012). John Miller gave 
another description of the hit show Friends as “young, urban professionals who were 
socially aware”, which became “a good example of the actual audience watching 
personified” (personal communication, February 27, 2012).  
 Must See TV was really able to differentiate itself from competitors with its 
programming and ad revenue, but also in its promotional campaigns. Branding nights was 
not uncommon for networks at that time, according to John Miller, but it was tough to 
create sub-brand that was more than “promo talk” (personal communication, February 
27, 2012). Miller stated that for NBC, Must See TV had three major components that 
separated them from competition: NBC internally backed the programs as quality; the 
outside media recognized and furthered this claim; and the NBC promotional strategy 
was relentlessly consistent. A significant amount of added promotion came from outside 
utilization of the Must See sub-brand. John Miller remembers seeing it appear in various 
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print media, but the slogan also became used by competitors and entered the public 
dialog. Miller stated that the slogan ultimately “innovated pop culture”. Vince Manze 
also added that his goal was to entertain people and grab their attention with the networks 
promotions (personal communication, February 29, 2012).  
 The Must See TV sub-brand was thought to have even more brand awareness than 
the NBC brand itself (Donohue, 1998). With that in mind and the continued success of 
the brand, both Miller and Manze began taking more risks with the Must See TV 
strategy, but also stressed the need to refer to the entire sub-brand as NBC’s Must See TV 
(J. Miller, personal communication, February 27, 2012). Dan Holm described these new 
strategies as “pushing the boundaries in the promotional arena” (personal 
communication, February 13, 2012). Manze explained that the sub-brand was extended to 
Tuesday nights, which was accomplished by moving the two strong sitcoms Fraiser and 
Mad About You from Thursday to Tuesday, and also including the Must See TV Tuesday 
promotional strategy for that night’s prime time (personal communication, February 29, 
2012). The interviewees were in consensus that, despite not all of the programming being 
strong on Tuesday, the network could still claim the Must See sub-brand due to the 
extreme strength of the successful programs on that night. Manze said that this move 
ultimately created two full nights of eight comedies with good ratings, but also mentioned 
that both ad revenues and desire to program more than one night were the driving 
decision factors. Eventually, the brand was extended beyond just those two nights, and 
referred to as only NBC’s Must See TV and not day-specific. 
 The Miller (personal communication, February 27, 2012) and Manze (personal 
communication, February 29, 2012) team also discussed the development of NBC 2000, 
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which was a special group who developed the ability to go seamlessly with credits with 
something they called “pro-tainment”. These seamless credits, which were promotional in 
nature, consisted of a split screen with the shows credits in one section and bloopers or 
other show related media in the other section, while ending with the network identifier. 
These were not as popular with the production unions, according to Miller, but were a 
great strategy for keeping audiences around for the following show (personal 
communication, February 27, 2012). . 
 Despite this distinctive brand, the ratings for Must See TV on Thursday nights 
began to dwindle. The researcher observed a ratings and share decrease for all networks 
over the course of the mid-1990s to the early-2000s, but NBC experienced the biggest 
drop in both overall ratings and share. By January of 1995, NBC had lost nearly one-fifth 
of their viewers, falling behind CBS in overall ratings (Petrozzello, 1999, p. 90). The 
Must See TV promotional strategy was then phased-out during the 1998-1999 television 
season, as other networks began to both gain momentum on Thursday nights and 
increased usage of promos for single shows during that prime time block (Petrozzello, 
1999, p. 90). Why was this decision made to end such a powerful branding strategy? The 
interviewees were all in consensus, stating that the brand no longer was appropriate, as 
the programs were no longer high quality and high rated. But was it just the 
programming? 
 The researcher identified several factors that led to the end of Must See TV. 
Addressing first programs, NBC experienced a struggle, similar to the one in the Cosby 
years, to build new, hit programs on Thursday night, especially during the 8:30PM slot. A 
new program was inserted in that timeslot for four out of five seasons starting in Fall 
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1997 (Brooks & Marsh, 2007). The network also chose to hold onto hit programs that 
were losing the luster, and even experiment with “supersizing”, which took regular 
programs and made them longer to create special program nights, or pad them with an 
extra time (Ex. 10-15 minutes) to dilute the impact of a weaker lead-out program 
(Eastman & Ferguson, 2009). Like before, without replacement hits and aging shows, 
NBC struggled to hold onto its Thursday prime time lead. 
 Competition was also growing in size. Viewing habits for audiences were 
becoming more affected by the increasing number of cable channels in the early-2000s, 
and the broadcast networks began making different strategic programming decisions. The 
ratings and share numbers also showed CBC gaining on NBC’s lead with new, reality 
programs like Survivor, which on average held seventh place in the ratings race 
beginning in fall 2003. Competing networks began to find strength with audiences on 
Thursday nights with hour-long dramas and reality programming, which may have 
influenced NBC’s next decision. 
 The fall of 2004 also led to a disruption in the successful four sitcoms and one 
drama strategy, which had also generated success for NBC in the late-1980s. The 
schedule that season began with the sitcom Joey at 8PM, sitcom Will & Grace at 
8:30PM, reality show The Apprentice at 9PM, and drama ER at 10PM. This Apprentice 
programming decision was reportedly made by Jeff Zucker, who previously held various 
executive positions at NBC Universal (including President of the NBC Television Group 
in 2004), and was a mostly unfavorable one, especially by those who were a part of Must 
See TV’s success (Littlefield & Pearson, 2012). Bob Broder, a legendary talent agent, 
attributed that decision as the end of the Must See TV legacy, and went on to say that 
42 
“there’s no question that the world has changed, that media has changed, that digital is 
making everyone insecure as we try to figure it out. But some of the basic principles of 
programming don’t evaporate or dissipate because of those changes. You almost have to 
work harder to make sure your content is in a place where the audience is going to come 
to see it” (Littlefield & Pearson, 2012, p. 314). Since this programming decision did not 
fit the Must See TV strategy, it only added to the loss of viewers for that prime time 
block. 
 Maximizing ownership opportunities was also a factor in the sub-brands downfall. 
By extending the sub-brand to multiple different days, NBC executives looked to 
program multiple nights with strong programs, which would both give the network the 
ability to be claimed the number-one network both in ratings and advertising revenue. It 
is important to note that in 1995, the FCC eliminated the Financial Interest and 
Syndication rule (Fin-Syn), a rule which prevented networks from full-ownership of their 
programs (Eastman & Ferguson, 2009). This removal of regulation may have contributed 
to network greed in that the networks could now own more of their own programs, which 
provided networks the opportunity to have more control production costs. This could 
have hindered their relationships with outside production houses, which had less 
incentive to spend their own budgets for little to no ownership of programs, and 
prevented networks from working with certain available talent. This can be especially 
damaging to a network’s collection of programs, especially in an industry with high 
demand for a limited pool of talent to create shows. The ability to own an entire program 
also creates a new revenue stream for the networks (ex. Syndication rights), and in turn 
can generate a considerable influence on programming and scheduling decisions if it 
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means a network could have more of their own programs on the air as opposed to 
programs owned by other companies.  
 The results of the case study concluded the power that a sub-branding strategy can 
have on a network, since Must See TV was tremendously effective for NBC on Thursday 
nights. However, it also exhibited the fragility of a sub-branding strategy, and the effects 
that different stakeholder decisions, like network executives and outside competition, can 
have on the continued success or demise of a branding strategy. Despite the end of Must 
See TV, it can now be used to teach important lessons about network branding strategies 
in today’s media landscape. John Miller agreed that sub-branding could be successful 
even with today’s hundreds of competing television networks, as long as they have the 
strong programming to compete. A sub-branding strategy could then package it and make 
it bigger and better, as long as it is consistent with the overall brand. Vince Manze admits 
that it was easier back in the time of Must See TV to take risks. Dan Holm admitted that 
as number-one, NBC was a very creative and open atmosphere. The critically-acclaimed 
and ratings successes in programming gave the promotions department more freedom to 
explore different promotional strategies, which added to the success of the entire Must 
See TV brand. Nevertheless, Vince Manze notes that in this day and age, the television 
environment is more exciting with more media outlets to brand across and form creative 
ways to reach the audiences you are targeting.  
 The researcher found that a branding strategy that combines consistency and 
innovation, but only takes risks in programming and promotion that remain in line with 
the network brand or sub-brand, will help build strong brands in the television industry. 
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These future brands may not bring the consistently high ratings that were produced in the 
past, but they will build loyal audiences for a network’s current and new programming.  
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CHAPTER 5: CONCLUSIONS 
 The television industry today, with increased competition battling over both a 
slower growing audience and limited supply of creative talent, places more pressure on 
networks to not only create programs that are critically acclaimed and rating successes, 
but also to build branding strategies that fit their programs. These strategies, whether for 
a specific daypart or the whole network, can be a valuable tool in attracting and retaining 
viewing audiences for programs. As viewers continue to move to other media platforms, 
the future may hold the development of even more strategies to take advantage of cross-
platform opportunities to better target desired audiences.  
 As new media technology and traditional television continue to converge, 
Eastman and Ferguson (2009) cite three things that are for certain for the constantly 
changing industry (p. 161): 
1. “TV is not going away.” The television medium still holds the ability to reach 
mass audiences, whether it’s live, viewed at a later date with a device like a DVR, 
or viewed with an On Demand based platform.  
2. “The power of big broadcast networks to…entertain will continue to decline.” 
Researchers have speculated that the fall in ratings for broadcast networks is 
beginning to show signs of slowing, but with the changing landscape, it is 
apparent that the broadcast networks have lost a large share of their audiences and 
advertising revenues to cable and other content providers. The broadcast networks 
influence is shrinking, as they continue to reach fewer and fewer people in the 
total viewing audience. 
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3. “The division between broadcasting and cable will continue to blur as companies 
buy into one another, and begin to mirror each other and make greater use of the 
internet.” Certain corporations continue to build their repertoire of networks. 
Cable and broadcast networks create new; “original” programs based-off 
successful programs on competing networks, and provide a majority of recently 
aired episodes for various series on their network websites.  
 
DISCUSSION 
 This brand analysis focused on the elements of Must See TV, and how the brand 
strategy was implemented over its lifetime. The research in this study looked at the core 
elements of the sub-brand, the promotional strategy and how it adapted over the brand’s 
lifetime, and how a branded prime time line-up fared with audiences and against 
competition.  
 The core elements of a sub-brand help create a blueprint for the entire branding 
strategy. The researcher observed the four core elements behind the creation and 
implementation of Must See TV, which were the slogan, target audience, programs, and 
promotion. Each of these core elements shaped the sub-brand. Conversely, when the core 
elements no longer reflected the branding strategy, including new programs that were 
considered off-brand, the entire strategy was negatively affected and soon after ceased to 
exist. 
 Promotion for networks, especially on-air, was and continues to “play a pivotal 
role in the ratings success of a program” (Eastman & Ferguson, 2009, p.152). The 
interviewees provided more insight into what made the sub-brand’s promotional strategy 
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so successful. A promotional strategy should be able to utilize the other core elements to 
communicate a cohesive and entertaining brand to viewers; in the case of NBC, the 
promotions involved the rhyming slogan to be ruthlessly consistent with their 
promotions, and the promotions were able to make the hit programs even stronger.  
From a promotions standpoint, the considered necessary elements for creating on-
air and off-air promos for a brand strategy were innovation, creativity, and consistency. 
These three are also important in overall brand strategies. Networks are able to build 
strong brands by knowing exactly who their consumers are, and in turn consistently 
communicating their brand. This consistency creates a brand promise, which gives 
viewers an idea of what a brand is and what the network will live up to with that 
assurance. The need to involve some creativity is also important to be entertaining and 
attractive to viewers. Innovation can be used to differentiate a network from its 
competition, and make it more valuable to its desired audience. NBC was able to do all of 
those things with its Must See TV Thursday sub-brand over its lifetime, from the 
“annoying jingle” to “pro-taiment”. 
Must See TV was nothing less than a cultural phenomenon in network sub-
branding. For sub-brands today, it would be much more difficult to attain the high ratings 
that the sub-brand was able to accomplish. This is mainly due to all of the forces that 
continue to evoke change in the television industry, from hundreds of channels and 
content providers to new, portable devices that stream media. Nonetheless, it does not 
lessen the fact that a sub-brand strategy can bring successes in returning, or 
“appointment”, viewers, which in turn can bring increased ad revenue, or subscription 
fees for cable networks.  
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Ultimately, it comes down to a network knowing their brand, what they want their 
strategy to be, and how they are going to accomplish it with innovation and consistency. 
These necessities, as well as a brand analysis to assess a brands health, can make a 
network stand out among the masses in the ever-growing television industry. 
 
LIMITATIONS 
 The major limitation in assessing the Must See TV strategy was gauging the 
importance of different industry changes and their effect on the sub-brand. For example, 
the DVR was not a major deterrent to Must See TV or NBC during the sub-brand’s 
existence, but today this device can have major effects on live-viewing patterns and 
ratings for networks. Even cable was still in its infancy during the beginning of the sub-
brand, but channel choices did grow considerably during the sub-brand’s lifetime. 
 
RECOMMENDATIONS FOR THE FUTURE 
If a similar case study were to be done in the future, choosing a network branding 
strategy that is timelier or still in existence would be preferred. Typically, a brand 
analysis is done while a brand strategy is still be implemented. By doing an evaluation on 
it, the health of the strategy can be assessed, which then can provide important 
information to build a stronger brand and continue its lifespan. 
 Also, more consumer-based research studies surrounding the specific brand in 
question should be available to the researcher. That way, more consumer insight can be 
provided beyond relying primarily on ratings research. 
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Appendix A: Average Thursday Primetime Ratings1,2 
 
Chart A-1 
 
Chart A-2 
                                                         
1 Nielsen Ratings. (1989, September 27 to 1996, December 19). USA Today. 
2 Nielsen Ratings. (1996, November 18 to 2007, June 14). Broadcasting & Cable. 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Appendix B: Average Thursday Primetime Shares3,4 Chart B‐1 
 Chart B‐2
                                                         
3 Nielsen Ratings. (1989, September 27 to 1996, December 19). USA Today. 
4 Nielsen Ratings. (1996, November 18 to 2007, June 14). Broadcasting & Cable. 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Appendix C: Interview Questions 
 
 
1. How was the original concept for Must See TV formulated? 
2. Why was NBC pursuing a branded Thursday night in television? 
3. What demo was Must See TV aimed at originally? Why? 
4. How was Must See TV presented to those outside of the NBC Agency? 
5. What was the marketing strategy for first introducing Must See to viewers 
(branded elements, supplemental programs, promotional materials, etc)? 
6. Was this marketing strategy adapted overtime? How was it adapted? 
7. How did advertisers in the mid-1990s perceive Must See TV? What products and 
services were most advertised? 
8. What were the strengths of Must See TV? What were the weaknesses? 
9. What were the brand associations that you wanted to create with Thursday 
primetime? What current associations did you want to retain? Was there anything 
you wanted to steer away from that was created in the past? 
10. How was the brand similar to offerings on networks and cable on the Thursday 
night slot? (Points of Parity). 
11. How did the brand separate itself from the offerings on networks and cable on the 
Thursday night slot? (Points of Differentiation). 
12. How often were research and viewer studies done to evaluate the brand? 
13. Why did NBC decide to expand Must See TV to Tuesdays and multiple other 
blocks (brand extension)? What was the initial reception to this strategy? 
14. What lead to the decision to end the Must See TV brand? 
15. Do you think that NBC’s programming would have been as successful during that 
Thursday night primetime slot without a branding strategy? What did the strategy 
add? 
16. Do you think branded primetime blocks of programming can be successful in 
today’s media landscape? 
17. Did the Must See TV brand become even stronger than the NBC brand? Was 
there a need to link both brands in ad campaigns? Why? 
18. If you could give the Must See TV brand a personality (literally describe it as a 
person-demographics, character traits, interests, etc)? 
19. One article described the Must See TV brand as a “phenomenon.” What were the 
most important decisions that NBC made, in your opinion, to create this 
appointment viewing night for Thursday nights and maintain it over time? 
20. What similar branding strategies would you use today? What would you have 
done differently with the brand? 
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Appendix D: Thursday Prime Time Schedules5 
 
FALL 1979 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Laverne & Shirley 
Benson                      
no. 23 (tie), r: 20.6 
Barney Miller      
no. 20 (tie), r: 20.9 
Soap                      
no. 25, r: 20.5 20/20 
CBS The Waltons Hawaii Five-O Barnaby Jones 
NBC Buck Rogers in the 25th Century Quincy, M.E. Kate Loves a Mystery 
 
FALL 1980 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Mork & Mindy Bosom Buddies Barney Miller It's a Living 20/20 
CBS The Waltons                                           no. 30, r: 18.6 
Hawaii Five-O                                          
no. 14, r: 21.0 
Barnaby Jones                                                         
no. 28, r: 19.0 
NBC Games People Play NBC Thursday Movie 
 
FALL 1981 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Mork & Mindy Best of the West Barney Miller Taxi 20/20 
CBS Magnum, P.I.                                            no. 17, r: 20.9 Knots Landing Jessica Novak 
NBC Harper Valley Lewis & Clark Diff’rent Strokes Gimme a Break 
Hill Street Blues                                      
no. 27, r: 18.6 
 
 
 
 
 
 
 
 
 
                                                         
5 Brooks, T., & Marsh, E. (2007). The complete directory to prime time network and cable TV shows, 1946-
present (Ninth (revised) ed., pp. 1602-1629 & 1689-1698). New York, NY: Ballantine Books. 
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FALL 1982 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Joanie Loves Chachi 
Star or the 
Family 
Too Close for 
Comfort It Takes Two 20/20 
CBS Magnum, P.I.                                            no. 3, r: 22.6 
Simon & Simon                                       
no. 7, r: 21.0 
Knots Landing                                              
no. 20, r: 18.6 
NBC Fame Cheers Taxi Hill Street Blues                                      no. 21, r: 18.4 
 
FALL 1983 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Trauma Center 9 to 5 It's Not Easy 20/20 
CBS Magnum, P.I.                                            no. 6, r: 22.4 
Simon & Simon                                       
no. 5, r: 23.8 
Knots Landing                                              
no. 11, r: 20.8 
NBC Gimme a Break Mama's Family We Got it Made Cheers Hill Street Blues                                       
 
FALL 1984 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC People Do the Craziest Things Who's the Boss Glitter 20/20 
CBS Magnum, P.I.                                            no. 15, r: 19.1 
Simon & Simon                                       
no. 7, r: 21.8 
Knots Landing                                              
no. 9, r: 20.0 
NBC Cosby Show            no. 3, r: 24.2 
Family Ties            
no. 5, r: 22.1 
Cheers                       
no. 12 (tie), r: 19.7 
Night Court                     
no. 20, r: 17.6 
Hill Street Blues                                       
no. 30, r: 16.6                                 
 
FALL 1985 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Fall Guy Lady Blue 20/20 
CBS Magnum, P.I.                                             Simon & Simon                                       no. 29, r: 17.2 
Knots Landing                                              
no. 17, r: 19.5 
NBC Cosby Show            no. 1, r: 33.7 
Family Ties                 
no. 2, r: 30.0 
Cheers                    
no. 5, r: 23.7 
Night Court               
no. 11, r: 20.9 Hill Street Blues                                       
 
 
 
111 
FALL 1986 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Our World The Colbys 20/20 
CBS Simon & Simon Knots Landing                                      no. 26 (tie), r: 16.8 Kay O'Brien 
NBC Cosby Show            no. 1, r: 34.9 
Family Ties                
no. 2, r: 33.7 
Cheers                    
no. 3, r: 27.2 
Night Court               
no. 7, r: 23.2 Hill Street Blues                                       
 
FALL 1987 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Sledge Hammer The Charmings ABC Thursday Movie 
CBS Tour of Duty Wiseguy Knots Landing 
NBC Cosby Show            no. 1, r: 27.8 
A Different 
World           no. 
2, r: 25.0 
Cheers                    
no. 3, r: 23.4 
Night Court               
no. 7, r: 20.8 
L.A. Law                                                          
no. 12 (tie), r: 18.3                                  
 
FALL 1988 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Knightwatch Dynasty Specials 
CBS 48 Hours Paradise Knots Landing                                          no. 27, r: 16.1 
NBC Cosby Show            no. 1, r: 25.6 
A Different 
World             
no. 3, r: 23.0 
Cheers                    
no. 4, r: 22.3 
Dear John                
no. 11, r: 18.5 
L.A. Law                                                          
no. 13 (tie), r: 17.6                                  
FALL 1989 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Mission: Impossible Young Riders Primetime Live 
CBS 48 Hours Top of the Hill Knots Landing                                           
NBC Cosby Show            no. 1 (tie), r: 23.1 
A Different 
World             
no. 4, r: 21.1 
Cheers                    
no. 3, r: 22.7 
Dear John                
no. 17, r: 17.1 
L.A. Law                                                          
no. 16, r: 17.4                                  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FALL 1990 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Father Dowling Mysteries Gabriel's Fire Primetime Live 
CBS Top Cops The Flash Doctor, Doctor Knots Landing                                           
FOX The Simpsons Babes Beverly Hills 90210   
NBC Cosby Show            no. 5, r: 17.1 
A Different 
World             
no. 4, r: 17.5 
Cheers                    
no. 1, r: 21.3 
Grand                      
no. 25, r: 14.6 
L.A. Law                                                          
no. 23, r: 14.8                                 
 
FALL 1991 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Pros and Cons FBI: The Untold Stories 
American 
Detective Primetime Live 
CBS Top Cops Tales of Rosie O'Neill Knots Landing                                           
FOX The Simpsons          Drexell's Class Beverly Hills 90210   
NBC Cosby Show            no. 18, r: 15.0 
A Different 
World             
no. 17, r: 15.2 
Cheers                    
no. 4, r: 17.5 
Wings                      
no. 19, r: 14.6 
L.A. Law                                                          
no. 28, r: 13.3                                 
 
FALL 1992 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Delta Room for Two Homefront Primetime Live                                          no. 22, r: 14.1 
CBS Top Cops Street Stories Knots Landing                                           
FOX The Simpsons                 no. 30 (tie), r: 13.0       Martin The Heights   
NBC A Different World 
Rhythm & 
Blues 
Cheers                    
no. 8 (tie), r: 16.1 
Wings                      
no. 30, r: 13.0 L.A. Law                                                                                   
 
FALL 1993 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Missing Persons Matlock Primetime Live                                          no. 17, r: 14.0 
CBS In the Heat of the Night Eye to Eye With Connie Chung Angel Falls 
FOX The Simpsons                       The Sinbad Show In Living Color Herman's Head   
NBC Mad About You Wings                       no. 18 (tie), r: 13.9 
Seinfeld                    
no. 3, r: 19.4 
Fraiser                         
no. 7, r: 16.8 L.A. Law                                                                                   
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FALL 1994 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC My So-Called Life McKenna Primetime Live                                          no. 29 (tie), r: 11.7 
CBS Due South Eye to Eye With Connie Chung Chicago Hope                                            no. 29 (tie), r: 11.7 
FOX Martin Living Single New York Undercover   
NBC Mad About You         no. 11, r: 15.2 
Friends                       
no. 8 (tie), r: 15.6 
Seinfeld                    
no. 1, r: 20.6 
Madman of the 
People                         
no. 12, r: 14.9 
ER                                                              
no. 2, r: 20.0                                                                                
 
FALL 1995 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Charlie Grace The Monroes Murder One 
CBS Murder, She Wrote New York News 48 Hours 
FOX Living Single The Crew New York Undercover   
NBC Friends                      no. 3, r: 18.7 
Single Guy                       
no. 6, r: 16.7 
Seinfeld                    
no. 2, r: 21.2 
Caroline in the 
City                      
no. 4, r: 18.7 
ER                                                              
no. 1, r: 22.0                                                                                
 
FALL 1996 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC High Incident Murder One Turning Point 
CBS Diagnosis Murder Moloney 48 Hours 
FOX Martin Living Single New York Undercover   
NBC Friends                      no.4 (tie), r: 16.8 
Single Guy                       
no. 8, r: 14.1 
Seinfeld                    
no. 2, r: 20.5 
Suddenly Susan                      
no. 3, r: 17.0 
ER                                                              
no. 1, r: 21.2                                                                                
 
FALL 1997 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Nothing Sacred Cracker 20/20 
CBS Promised Land Diagnosis Murder 48 Hours 
FOX Living Single Between Brothers 413 Hope Street   
NBC Friends                      no. 4, r: 16.1 
Union Square                       
no. 8, r: 13.6 
Seinfeld                    
no. 1, r: 21.7 
Veronica's 
Closet                      
no. 3, r: 16.6 
ER                                                              
no. 2, r: 20.4                                                                              
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FALL 1998 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Vengeance Unlimited ABC Thursday Movie 
CBS Promised Land Diagnosis Murder                                     no. 30 (tie), r: 9.0 48 Hours 
FOX World's Wildest Police Videos Fox Files   
NBC Friends                      no. 2, r: 15.7 
Jesse                      
no. 5 (tie), r: 13.7 
Fraiser                       
no. 3, r: 15.6 
Veronica's 
Closet                      
no. 5, r: 13.7 
ER                                                              
no. 1, r: 17.8                                                                               
UPN UPN Thursday Movie   
WB Wayans Bros. Jamie Foxx Show 
Steve Harvey 
Show For Your Love                                                                          
 
FALL 1999 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Whose Line Is It Anyway? Wasteland 20/20 
CBS Diagnosis Murder Chicago Hope 48 Hours 
FOX World's Wildest Police Videos Family Guy Action   
NBC Friends                      no. 5, r: 14.0 
Jesse                      
no. 13, r: 11.3 
Fraiser                       
no. 6, r: 13.6 
Stark Raving 
Mad                    
no. 15, r: 10.7 
ER                                                              
no. 4, r: 16.9                                                                               
UPN WWF Smackdown   
WB Popular Charmed                                                                          
 
FALL 2000 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Whose Line Is It Anyway? Who Wants to Be a Millionaire?          no. 11, r: 11.6 Primetime Thursday 
CBS 48 Hours City of Angels Diagnosis Murder 
FOX FOX Thursday Movie   
NBC Friends                      no. 5, r: 12.6 
Cursed                      
no. 22, r: 9.7 
Will & Grace                       
no. 14, r: 11.3 
Just Shoot Me                    
no. 20, r: 10.4 
ER                                                              
no. 2, r: 15.0                                                                            
UPN FOX Thursday Movie   
WB Gilmore Girls Charmed                                                                          
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FALL 2001 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Whose Line Is It Anyway? Who Wants to Be a Millionaire?           Primetime Thursday 
CBS Survivor: Africa                                       no. 6, r: 11.8 
CSI: Crime Scene Investigation                
no. 2, r: 14.5 The Agency 
FOX Family Guy The Tick Temptation Island 2   
NBC Friends                      no. 1, r: 15.0 
Inside Schwartz                      
no. 16, r: 9.8 
Will & Grace                       
no. 9, r: 11.0 
Just Shoot Me                    
no. 18, r: 9.3 
ER                                                              
no. 3, r: 14.2                                                                              
UPN WWF Smackdown   
WB Popstars 2 Elimidate Deluxe Charmed                                                                         
 
FALL 2002 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Monk Push, Nevada Primetime Thursday 
CBS Survivor: Thailand                                       no. 7 (tie), r: 11.9 
CSI: Crime Scene Investigation                
no. 1, r: 16.3 Without a Trace 
FOX FOX Thursday Movie   
NBC Friends                      no. 2, r: 13.9 
Scrubs                      
no. 13, r: 10.3 
Will & Grace                       
no. 11 (tie), r: 11.0 
Good Morning, 
Miami                   
no. 23, r: 8.7 
ER                                                              
no. 4, r: 13.1                                                                             
UPN WWF Smackdown   
WB Family Affair Do Over Jamie Kennedy Experiment Off Centre                                                                         
 
FALL 2003 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Threat Matrix Extreme Makeover Primetime Thursday 
CBS Survivor: Pearl Islands                                       no. 7, r: 12.3 
CSI: Crime Scene Investigation                
no. 1, r: 15.9 
Without a Trace                                       
no. 11, r: 11.1 
FOX Tru Calling The O.C.   
NBC Friends                      no. 4, r: 13.6 Scrubs                       
Will & Grace                       
no. 13, r: 10.4 Coupling 
ER                                                              
no. 6, r: 12.9                                                                            
UPN WWF Smackdown   
WB Steve Harvey's Big Time 
The Jamie 
Kennedy 
Experiment 
What I Like 
About You 
Run of the 
House                                                                         
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FALL 2004 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Extreme Makeover Life As We Know It Primetime Thursday 
CBS Survivor: Vanatu                                       no. 7, r: 12.0 
CSI: Crime Scene Investigation                
no. 1, r: 16.5 Without a Trace                                        
FOX The O.C. North Shore   
NBC Joey Will & Grace The Apprentice                                       no. 15, r: 9.7 
ER                                                              
no. 12, r: 10.4                                                                          
UPN WWF Smackdown   
WB Blue Collar TV 
Drew Carey's 
Green Screen 
Show 
The O.C.                                                                         
 
FALL 2005 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Alias Night Stalker Primetime 
CBS Survivor: Guatemala                                      no. 11, r: 10.3 
CSI: Crime Scene Investigation                
no. 3, r: 15.6 
Without a Trace                                       
no. 6, r: 12.3 
FOX The O.C. Reunion   
NBC Joey Will & Grace The Apprentice                                        ER                                                              no. 28 (tie), r: 8.1                                                                            
UPN Everybody Hates Chris Love, Inc. Eve Cuts   
WB Smallville Everwood                                                                         
 
FALL 2006 
  8:00 8:30 9:00 9:30 10:00 10:30 
ABC Ugly Betty                                                 no. 27, r: 7.4 
Grey's Anatomy                                       
no. 7, r: 12.1 Six Degrees 
CBS Survivor: Cook Islands                                      no. 18, r: 8.8 
CSI: Crime Scene Investigation                
no. 6, r: 12.2 
Shark                                                     
no. 20, r: 8.7 
FOX Til Death Happy Hour Celebrity Duets   
NBC My Name is Earl The Office Deal or No Deal 
ER                                                              
no. 27, r: 7.4                                                                            
CW Smallville Supernatural                                                                         
 
   
 
